This study develops and tests operational definitions of relational maintenance strategies appropriate to online public relations. An experiment was designed to test the new measures and to test hypotheses evaluating potential advantages of organizational blogs over traditional Web sites. Participants assigned to the blog condition perceived an organization's ''conversational human voice'' to be greater than participants who were assigned to read traditional Web pages. Moreover, perceived relational strategies (conversational human voice, communicated relational commitment) were found to correlate significantly with relational outcomes (trust, satisfaction, control mutuality, commitment).
of knowledge that can help scholars and practitioners alike better understand the characteristics of online communication that may lead to better relationships as an outcome of more effective public relations.
Defining Organizational Blogs
The current study focuses on organizational blogs as means of communication between organizations and their publics. Sifry's (2004) concept of ''corporate bloggers'' provides a starting point:
These are people who blog in an official or semi-official capacity at a company, or are so affiliated with the company where they work that even though they are not officially spokespeople for the company, they are clearly affiliated. (Sifry, 2004) Sun Microsystems' blogs.sun.com is a good example. The site is described in a single sentence on its home page as a space ''accessible to any Sun employee to write about anything'' (Sun Microsystems, 2005) . This description is slightly qualified by Sun President and CEO Jonathan Schwartz's own blog entry in 2005:
As you know, I'm a huge believer in 'opening' Sun to the world-that's what this blogs.sun.com infrastructure is all about-transparency is one our best competitive weapons. But the unauthorized sharing of Sun confidential information is illegal, and against company policy. (Schwartz, 2005) Microsoft also actively encourages employees to blog at blogs.msdn.com. Microsoft was the single largest host of corporate blogs in October 2004 according to data collected by Sifry, who mused ''that there is still a tremendous opportunity for forward-thinking companies and management to have a significant positive impact on their public perception'' by way of hosting blogs (2004) .
The blogs hosted by Microsoft and Sun are both more precisely termed ''corporate blogs'' than ''organizational blogs,'' but they represent a trend in blogging that requires a definition that encompasses all types of organizations, not just large corporations.
Although the personal nature of blog entries, as defined by Merriam-Webster and found to be most common by Herring et al. (2004) , has led some to question whether the term ''corporate blog'' is an oxymoron, Herring et al.'s genre analysis helps describe how corporate communication might evolve from prior forms of communication ranging from offline corporate communication to online personal journals. They suggested that online forms of communication such as blogs might be better recognized as hybrid genres than as new forms of communication altogether.
Herring et al. classified a small portion (17%) of the blogs in their sample as either ''knowledge blogs,'' ''mixed, '' or ''other'' (2004, p. 6) . Knowledge blogs are the online equivalent of professional journals in which authors document new knowledge in their professional domains, including research progress, references, and observation. Extending this concept beyond academic and scientific fields, organizational blogs also seem to appear at the intersection of personal reflection and professional communication. Organizational blogs have evolved from both online and offline modes of communication and have characteristics of both personal and professional communication.
Markets as Conversations
In The Cluetrain Manifesto (2001), Doc Searls, editor of Linux Journal, and David Weinberger, fellow at the Berkman Center for Internet and Society at Harvard Law School, examined the competing interests of ''business as usual'' and online communities that are home to mainly personal-journal and filter-type communications. Searls and Weinberger suggest businesses take a ''markets-as-conversations'' approach in adapting to the demands of emerging online communities. That is, they recommend veering away from business strategies that treat online communities as targets. This shift in approach from markets as targets to markets as conversations parallels public relations theory that calls for building collaborative relationships with publics rather than targeting them (e.g., Grunig, 2000) . Searls and Weinberger (2001) argue that traditional corporate messaging is less interesting and less relevant to online publics because traditional corporate marketers show little care for the people who make up the markets. Rather, corporate voices sound more like profit-driven machinery than real people engaged in two-way conversations. According to these critics, corporate Web sites that look like corporate brochures (i.e., brochureware) are a visible symptom of an ineffective marketsas-targets communication strategy.
These critics are not PR fatalists, however, and their sharp-witted commentary echoes early mainstream literature on online public relations. Witmer (2000) , for example, applied a structuration perspective in recognizing the importance of netiquette as a means of building and maintaining social rules in computer-mediated communication. Holtz (1999) For the purposes of translating these observations into more measurable empirical constructs, the following key characteristics will be used to help quantify the concepts used in this study.
Blogs
Based on Herring et al.'s (2004) study and on the Merriam-Webster definition, widely heralded by bloggers themselves, the conceptual definition of blogs will consist of five characteristics of Web-based postings: 1) frequent updating, 2) reverse chronological order, 3) inclusion of personal journal material, 4) ability of readers to add comments, and 5) inclusion of hyperlinks. Perhaps more importantly, reader perceptions of whether posted material is blog content or not blog content must be considered as well.
Organizational Blogs
For the purpose of developing a program of research studying blogs as tools for building relationships between all types of organizations and their publics, and for the purpose of excluding patently hostile blogs from the current analysis, the following adaptation of Sifry's (2004) definition is offered:
Organizational blogs are Web logs that meet three criteria. They are 1) maintained by people who post in an official or semiofficial capacity at an organization, 2) endorsed explicitly or implicitly by that organization, and 3) posted by a person perceived by publics to be clearly affiliated with the organization.
Conversational Human Voice
A careful reading of Searls and Weinberger's (2001) chapter ''Markets are Conversations'' by researchers with backgrounds in public relations practice, theory, and research yielded several potential indicators of the ''human voice'' as it might be identified in computer-mediated communications. These included familiar public relations qualities such as being open to dialog, welcoming conversational communication, and providing prompt feedback. They also include characteristics of communication that otherwise might not be associated with traditional corporate communication (which is why Searls and Weinberger go out of their way to highlight them): communicating with a sense of humor, admitting mistakes, treating others as human, and providing links to competitors.
Relational Maintenance Strategies
Stafford and Canary's (1991) taxonomy of relational maintenance strategies provides a theoretical link between strategies found to be effective in interpersonal communications and the relational outcomes of interest in public relations. These relational strategies have been found to be related to perceptions of equitable relationships (Canary & Stafford, 1992) and have subsequently been used as an evaluative tool in a variety of interpersonal communication objectives such as liking, satisfaction, and reduction of apprehension in interethnic relationships (Dainton, Stafford, & Canary, 1994; Messman, Canary, & Hause, 2000; Toale & McCroskey, 2001 ). More recently, they also have been used to evaluate online interpersonal relationships (Wright, 2004) . Canary and Stafford's (1992) five maintenance strategy factors include the following: positivity (interacting with partners in a cheerful, uncritical manner); openness (directly discussing the nature of the relationship and disclosing one's desires for the relationship); assurances (communicating one's desire to continue with the relationship); social networks (relying on common affiliations and relations); and sharing tasks (performing one's responsibilities). These strategies may be applied to organizational relationships by shifting the focus of the communication strategies to a public, rather than interpersonal, audience (Hon & Grunig, 1999) . For example, positivity/cooperation would involve efforts an organization employs to make a relationship more enjoyable for those involved; openness would include providing disclosure regarding the nature of the organization and information of value to audiences; assurances would include communication that emphasizes the value of audience members; social networks would involve an emphasis on common affiliations between organization and publics; and sharing tasks may include asking for public involvement when appropriate.
Evaluating Relational Strategies-Relationship Outcomes Throughout the last several decades, public relations practitioners have endeavored to quantify their organizational value. A unique contribution of public relations is its ability to build and enhance relationships with key publics via relational strategies.
Organizational relationships, which may include professional, personal, or community relations (Bruning & Ledingham, 1999) , can increase organizational effectiveness, reduce the cost of litigation, regulation, boycotts, etc., and may also contribute to an organization's financial well being through shareholder, consumer, and/or donor support. Research in public relations and marketing has recently turned its focus on quantifying this abstract notion of relationship management as a means of contributing to the success and well being of an organization, as well as organizational financial success.
In assessing the effectiveness of relational strategies, a number of fields have developed relationship measures to evaluate the strength and quality of relationships. Within the interpersonal communication discipline, for example, Burgoon and Hale (1987) developed a relational communication scale. The scale involved dependent variable measures such as immediacy/affection, similarity/depth, and receptivity/ trust.
Public relations research, meanwhile, has shifted the relationship focus from more interpersonal relational attributes to communication linkages aimed at attaining mutual goals (Broom et al., 1997) . While a number of public relations scholars have developed preliminary measures to evaluate the quality of an organization's relationship with publics, including outcomes relating to mutual satisfaction (Ferguson, 1984) and predictions of consumer's behavior in competitive markets (Bruning & Ledingham, 1999) , Broom et al. (1997) suggested there was little agreement in defining relationships or how they should be measured.
In response, Hon and Grunig (1999) developed measures to evaluate the success of relationship-building efforts. Through an application of Hon and Grunig's (1999) PR Relationship Measurement Scale, an organization's longer-term relationships with key publics can be evaluated by focusing on the following four indicators of the quality of an organization-public relationship: 1) control mutuality, the degree to which parties agree on issues of power and influence; 2) trust, which includes dimensions of integrity, dependability, and competence; 3) satisfaction, the degree to which parties feel favorably toward each other because positive expectations are met; and 4) commitment, the degree to which parties believe that the relationship is worthwhile to continue.
In addition to these indicators regarding the quality of the organization-public relationship, the status of the relationship also can be evaluated via two relationship type indicators. In an exchange relationship, parties are willing to provide benefits because comparable benefits are expected in return. Conversely, in a communal relationship, both parties provide benefits without expecting anything in return. Rather, they provide benefits out of concern for the welfare of the other (Hon & Grunig, 1999, pp. 18-21) .
Although some researchers suggest that two-way measurement of both the organization's perceptions and its publics' perceptions is necessary to evaluate organization-public relationships (Broom et al., 1997) , there is support for the notion that publics' perceptions of organizations are key indicators of the overall organization-public relationship (Kim, 2001 ). Kim's argument lends credence to the measures proposed by Hon and Grunig (1999) and the rationale for evaluating online relationship building according to public perceptions.
Research Questions and Hypotheses
The following research questions were posed to develop operational definitions for an index appropriate for evaluating relational maintenance strategies in an online context. H2-H5: People who read organizational blogs will perceive an organization's relational maintenance strategies (communicated relational commitment, task sharing, responsiveness/customer service, positivity/optimism) as greater than those who read only the organization's traditional Web content or those in a control group who read Web content unrelated to the organization.
Finally, the following question evaluates online organization-public relationships from a more general perspective:
RQ3: Which relational strategies correlate with which relational outcomes?
Method

Procedure
College students are undoubtedly a key public for software companies, and a Fortune 100 tech-industry company is likely relevant to current students and future communication industry professionals. The experimental manipulations were designed to take advantage of this mutual interest. A total of 42 undergraduate students enrolled in introductory journalism and mass communication courses agreed to participate in this study. Students were awarded class credit for their participation or were provided alternative assignments of comparable length for the same credit.
Students were randomly assigned to one of three experimental groups. The first group was asked to read a sample of content from Microsoft's corporate Web site. This sample was a case study published online by Microsoft that described the business benefits of a Microsoft-developed bank account self-management site. The printed case study was six pages long. The second group was asked to read a selection from Microsoft's corporate blog page, which included in reversechronological order the first paragraphs of a dozen ''most recent'' blogs posted by Microsoft employees at blogs.msdn.com. One expanded blog entry, which included a comments-form, elaborated thoughts by a Microsoft employee about an online scavenger hunt used by Microsoft recruiters to screen applicants. Feedback from blog readers was attached to the printout from the general blog listing. The total printout (blog summaries and expanded individual blog entry with comments) was six pages long.
To manipulate ''voice,'' the experiment was designed to present conditions that differed primarily in content between the traditional corporate communication condition and the blog condition. Although some sacrifices in validity were made by printing the stimulus materials from actual Microsoft Web pages, this made it more likely that any differences found would be a result of conversational voice typical in blogs compared to the more declarative voice of traditional corporate communication (i.e., brochureware). Finally, as a control condition, a third group was asked to read a six-page printout from Web content posted on the DuPont Web site.
Students then were asked to complete a three-part questionnaire. The first section asked students about their past communications with Microsoft, the understandability of the material they read and how relevant the material seemed (e.g., whether they thought they were members of the intended audience for the material). It also included manipulation check items about the perceived characteristics of the material they read. The next two sections included Likert-type questions written to measure perceptions of Microsoft's use of conversational human voice, relational strategies, and relational outcomes.
Index development
In order to assess the first two research questions-which were aimed at developing and assessing computer-mediated relational strategies-a composite list of relational strategies based on literature in interpersonal communication and public relations was compiled. These strategies were operationalized via modifications of Canary and Stafford's (1992) maintenance strategies and Hon and Grunig's (1999) suggestions for their application in an organization-public context. These included attributes of positivity, openness, assurances, social networking, and task sharing. Additional conversational attributes of relational strategies based on Searls and Weinberger's (2001) notion of markets as conversations were also compiled to operationalize the ''human voice.'' Given the revisions and additions to the maintenance strategy items and the exploratory nature of the ''human voice'' items, exploratory factor analyses (principal axis factoring with oblique rotation) were used to help assess the validity of the constructs. Internal reliability of the constructs was also assessed.
To examine the correlation of these strategies with relationship outcomes (RQ3), Hon and Grunig's (1999) PR Relationship Outcome Scale was used.
Results
Phase 1-Determining Operational Definitions for Independent Variables (RQ1 and RQ2) Exploratory factor analyses and assessments of face validity of the constructs suggested five indices to measure relational strategies appropriate in an online context. The criteria used to determine the number of factors included the screen test and the interpretability of the factor solution. (See Appendix A for a list of resulting index items.) The strategies that were identified follow.
Communicated Relational Commitment
The interpersonal communication constructs of ''openness'' and ''assurances'' loaded onto one factor that accounted for 48.38% of the item variance. The index included six items and produced a standardized alpha reliability coefficient of .82. These items emphasize an expressed commitment to building and maintaining a relationship and underscore the nature and quality of the relationship.
Conversational Human Voice
Developed specifically for this analysis, these items were developed to emphasize human communication attributes capable of being conveyed in a computer-mediated context. These 11 items loaded onto a single factor that accounted for 45.70% of the item variance and produced a standardized alpha reliability coefficient of .87.
Task Sharing
Items originally designated under Canary and Stafford's (1992) general heading of ''tasks'' loaded onto two separate factors-one emphasizing organizational tasks and responsibilities, the other focusing on responsiveness and customer service. The three items emphasizing organizational tasks loaded onto a single factor accounting for 55.51% of the item variance and produced a standardized alpha reliability coefficient of .76.
Responsiveness/Customer Service These three items, which appear to represent a separate factor in a computer-mediated context, indicate an organization's willingness to respond promptly to customer inquiries and complaints. They loaded onto one factor that accounted for 49.67% of the item variance and produced a standardized alpha reliability coefficient of .73.
Positivity/Optimism
Only two items from the initial composite list of interpersonal communication and traditional public relations relational strategies emphasizing positivity translated into a construct applicable in this computer-mediated context. These two items accounted for 79.66% of the item variance and produced a standardized alpha reliability coefficient of .89.
Phase 2-Hypothesis testing Applying the operational definitions developed in the initial phase of the study, relational strategies were used to assess potential advantages of blogs over traditional Web pages as tools for building and maintaining relationships online.
H1a: People who read organizational blogs will perceive an organization's relational maintenance strategies as demonstrating more of a conversational human voice than those who read only the organization's traditional Web content.
H1b: People who read organizational blogs will perceive an organization's relational maintenance strategies as demonstrating more of a conversational human voice than those in a control group who read Web content unrelated to the organization.
H2a-5a: People who read organizational blogs will perceive an organization's relational maintenance strategies (communicated relational commitment, task sharing, responsiveness/ customer service, positivity/optimism) as greater than those who read only the organization's traditional Web content.
H2b-5b: People who read organizational blogs will perceive an organization's relational maintenance strategies (communicated relational commitment, task sharing, responsiveness/ customer service, positivity/optimism) as greater than those in a control group who read Web content unrelated to the organization.
Manipulation Check
Before testing hypotheses, a manipulation check was conducted to verify that participants identified the type of material to which they were exposed as expected (See Table 1 ). Participants exposed to Microsoft blogs, for example, perceived a significantly greater ability to add comments than those who viewed Microsoft's traditional Web content. Similarly, participants who were exposed to Microsoft blog material also reported significantly higher perceptions of personal journal material as content than those who viewed Microsoft's traditional Web site. Thus, participants were aware of significant differences between Microsoft's blog and Web content in two of the definitional aspects of blogs-personal journaling and the ability to add comments. Reverse chronological order and frequent updating were clearly apparent in the blog stimulus materials. The final definitional aspect of blogs, the inclusion of hyperlinks, was available in all three conditions. Consistent with expectations, those in blog conditions also identified what they read as indeed ''including blog content'' compared to those who read traditional Web material. This last item indicates that, in general, this group of undergraduates was capable of identifying blog content when it was presented in a printed format.
H1a & H1b-Conversational Human Voice ''Conversational human voice,'' which was operationalized as the average of eleven Likert-type items with responses ranging from 1 = strongly disagree to 7 = strongly agree, was significantly greater in the Microsoft blog condition (M = 5.16, SD = .86) than in the Microsoft traditional Web page condition (M = 3.83, SD = 1.11). This difference was significant at p .001. ''Human voice'' also was significantly greater in Phase 3-Further Analyses/General Perspectives From a more general perspective regarding online organization-public relationships, the following question was asked:
RQ3: Which relational strategies correlate with which relationship outcomes?
Correlation coefficients were computed among the five relational strategies variables, including ''conversational human voice,'' and the six relationship outcome measures developed by Hon and Grunig (1999) , which include four relationship outcome measures and two relationship type indicators. The results of the correlation analyses presented in Table 2 show that of the five computer-mediated relational strategies, three strategies correlated significantly with each of the four relationship outcome measures. These include communicated relational commitment, human voice, and positivity/optimism. The relational strategy of task sharing, meanwhile, correlated significantly with all outcomes except control mutuality. Responsiveness/customer service correlated significantly only with the relationship outcome measures of trust and commitment.
Overall, it appears that the types of perceived relationships were not strongly correlated with online relational strategies. Communal relationships correlated significantly only with the relational strategy of communicated relational commitment, and exchange relationships correlated significantly only with the task sharing relational strategy.
Discussion
This study identified and operationalized several computer-mediated relational strategies that relate directly to relational outcomes. Perhaps most methodologically useful among these constructs are conversational human voice and communicated relational commitment. Both show promise in terms of face validity, internal reliability, internal validity, and external validity. The index for conversational human voice was built using a list of ingredients informed by an array of online, professional, and first-hand observations that were articulated particularly well by Searls and Weinberger (2001) . The first attempt in analyzing the 11 items loaded onto a single factor. This added a dimension of internal validity to the face validity as judged by the researchers. The Cronbach's alpha test then added confidence in the internal reliability of the index items. Of course, the external validity and utility of the human voice in CMC research depends greatly on how it relates to other constructs of interest. Conversational human voice was significantly greater in the blog condition than in nonblog conditions, showing that voice is an important quality of this channel of communication. Furthermore, as a relational maintenance strategy, voice correlated positively and significantly with all four of the key relational outcomes measured: trust, satisfaction, control mutuality, and commitment. In other words, conversational voice, which was perceived to be greater in the blog condition than in the nonblog condition, appears to be an appropriate relational maintenance strategy in online contexts. From an online public relations perspective, this finding yields some initial support for the notion that organizational blogs may have value in efforts aimed at building and maintaining relationships. In the context of this study of blogs and online public relations, the concepts of ''openness'' and ''assurances'' seem better treated as a single factor, which was labeled communicated relational commitment. The index of these six items was validated in the same manner as the human-voice construct above, but blogs did not carry any apparent advantage in relaying communicated relational commitment.
Given the potential for overlap between the human-voice factor and the communicated relational commitment factor, a second factor analysis (principal axis) was computed with all 17 variables representing both constructs. The factor loadings illustrated the differences between these two indices (Appendix B), and hence give some evidence of discriminant validity.
While positivity/optimism shows promise when one considers the strong correlations between this quality and the four relational outcomes, its two-item index suggests that different dimensions of this construct are worth seeking, especially dimensions that may inform the practice of online public relations more than merely recommending that practitioners be cheerful and optimistic in their computermediated communications.
Finally, the three-item indices for task-sharing and responsiveness/customer service provide good places to continue exploring areas of overlap between online public relations and related management and marketing functions. The link between task sharing and exchange relationships, and the correlations between responsiveness/ customer service and the relational outcomes of trust and commitment illustrate the importance of integrated approaches to understanding where public relations fits into an organization's online strategies.
Only conversational human voice was perceived higher in the blog condition than in the nonblog condition, which perhaps underscores the unique value of organizational blogs to online public relations. Although it appears that both organizational blogs and Web sites have the ability to communicate other relational maintenance strategies, particularly relational commitment and positivity/openness, blogs may be particularly well suited for conveying a ''human voice'' in a computermediated context. Blogs may therefore serve as valuable tools in an organization's array of online communication tactics by conveying some sense of human attributes existing behind an organizational fac xade.
Limitations and Directions for Future Research
The results of this study should be considered with three categories of issues in mind: experimental control issues, sampling issues, and statistical issues.
Experimental Control Issues
Manipulating ''blogliness'' while maintaining some degree of external validity meant accepting a trade-off between experimental control and authenticity of stimulus materials. Providing printouts of the Web-based material, for example, meant that participants in this experiment did not see the information as they would online, with the full effect of graphics, links, and interactive features. But using printouts ensured that the researchers knew exactly what the students were exposed to.
Likewise, choosing comparable samples of online material to represent the universes of blog and nonblog material required a challenging judgment call on the part of the researchers. Additional analyses showed that participants who read the blog material perceived it to be significantly less understandable and marginally less relevant to them than those who read nonblog material. These analyses will be helpful in choosing materials for future research.
The likely effect of these issues, however, would work against any apparent advantage for blogs. That is, blog materials were more constrained by any perceived differences in intended audience (much of the blogs.msdn.com content is written for current and aspiring software developers) and by being presented in print. This might be interpreted as adding weight to the advantages that were found for blogs in terms of human voice. Nonetheless, these extra analyses suggest that future experimental research will benefit from the use of better-developed stimulus material. In order to assess perceptions of the conversational human voice, computer-mediated communication, and online relational strategies, a more realistic approach might involve allowing participants to navigate organizational Web sites and blogs in a computer lab. Given the frequency of organizational Web site updates and blog entries, the actual experiment likely would need to be undertaken in one sitting, however.
Sampling Issues
The selective sample of participants in this study implies the usual caveats of experimental design vis-à-vis broader-scale methods with more representative samples. The issue of how well these findings generalize to larger populations must be considered. As a study in online public relations, this experiment was designed to take advantage of the likelihood that college juniors and seniors would meet two important criteria: 1) They see the operations of a company like Microsoft as relevant, and 2) they are considered a key public for such a company. In any case, future research should examine other publics beyond college students.
Statistical Issues
Although sampling size is less of an issue in questioning the support found for the human-voice hypothesis, it does make it more difficult to ''reject the null'' for hypotheses that weren't supported. That is, the smaller sample size means greater likelihood of a Type II error. In many cases, though, the compared means for indices used in hypothesis testing were actually the reverse of what was predicted, indicating fairly strong evidence that these hypotheses will be hard to support in any context.
The small sample size also limits the array of statistical tests available. The factor analyses, reliability tests, and table of correlations help support claims about the internal validity of the factors and highlight interesting relationships. But exploring the predictive value of these constructs and directional relationships with structural equation modeling/path analysis will require a larger sample size.
Conclusion
The observed advantage of blogs in conveying a conversational human voice echoes what popular and professional literature on the nature of blogs already tells us. Blogs are a good place to speak candidly with a conversational style (e.g., ''invite people to a conversation''), and this conversational style may be an important part of the process of building and maintaining computer-mediated relationships. Among the most important findings of this study are that 1) blogs were perceived as more conversational than organizational Web sites, and 2) this conversational human voice correlated positively with other previously identified relationship outcomes. The perceived personal nature of organizational blogs, in this case, is related to relationship indicators. But when public relations people want to discuss their commitment to the relationship between their organizations and publics, or to communicate the organization's desire to build relationships (identified as communicated relational commitment), this is likely done just as well where people would expect to find such information: In the more traditional venues of case studies and corporate Web pages. Although blogs allow people representing organizations to speak candidly, blogs may not be the best venue for ''PR'' messages intended to talk up an organization's commitment to its public relationships.
As Searls and Weinberger expounded ''the best of the people in PR are not PR Types at all . . . they're the company's best conversationalists '' (2001, p. 90) . This is quite a conundrum for the practice and theory of public relations. Answering the riddle requires an understanding of which relational strategies should be (and should not be) used in which forums. At the heart of the matter are the questions of who public relations people are and how they communicate to build and maintain solid relationships, online and elsewhere. This paper offers valuable theoretical tools for pursuing this line of inquiry. To enter the market conversation, Web sites need to have a voice, express a point of view, ignite a dialogue, and give access to helpful people (Searls and Weinberger, 2001) . It all starts with having a voice. Expressing a point of view in a personal tone in a blog is likely a good way to get a conversation started. The actual interaction between organizations and their publics that follows is a promising focus of future research.
Notes 1 Operational definitions of effective perceived relational strategies were developed based on results from RQ1 and RQ2. 2 Relational-maintenance-strategy items were presented in mixed order to prevent any systematic response error. 
